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Along with the rapid development of China's automobile industry，automobile 
insurance market has grown to the most important product in the competitive market. 
The competition PICC Quanzhou branch will face is the decreasing of market 
shares ,as more and more companies emerged , especially the main competitor Pingan 
company .The market shares competition between these two main companies is more 
intense than before,  the gap is narrowing and PICC may be caught up someday soon. 
This paper fully describes the characteristics of insurance market and its trend. 
According to the competitive strategy theories, I make a deep analysis about the  
Quanzhou insurance market and find out the problem of inner operating management, 
so as to resolve them. Based on the knowledge of MBA, I put forward the the 
strategies and specific implementation plan, in order to overcome the challenge and 
further enhance the core competitiveness, maintaining and expanding the insurance 
market in Quanzhou auto insurance . 
Firstly, I analyses the external market of PICC Quanzhou branch in the paper, 
which I think it has great development space and opportunity .On this basis , I use the 
SWOT analysis and general competitive strategy models and figure out the marketing 
strategies . From the study we learn the advantages which we have, containing the 
service sites, customer resources, management strength and so on ,while the 
disadvantages that the settlement of claims are not good enough ,the management 
ways confusion and the lack of brand marketing, leading to a lower market 
competing . If we want to enhance the market competitiveness , we must adjust the 
competitive strategies and take the differentiation strategy, which contains marketing 
channels differentiation, service differentiation, brand shape differentiation ,making 
the key points to the operation. In the last of this paper ，I put forward my opinions 
and solutions on how to operate these strategies and fulfill them successfully .With 















differentiation strategy into effect and achieve the final that PICC Quanzhou branch 
improves its competitiveness in automobile market, strengthening the market 
dominance ability. 
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从 2000 年开始，中国汽车市场进入到黄金 10 年。从 2000 年到 2010 年,中
国的汽车保有量从 1600 万辆攀升到 1 亿多辆，成为全球第一大汽车市场。根据
国家统计局 2012年统计公报显示，中国 2012 年末全国民用汽车保有量达 12089




















































































































业评论》中题为《竞争力如何塑造战略》（ How Competitive Forces Shape 
Strategy ）的论文中，之后在他 1980 年出版的《竞争战略》一书中，波特通
过对行业和竞争对手的分析方法工具，发展和完善了这个模型，在后来的版本中，
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